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Anderson, 1994). 72721, 1B B %58 %
UHEEZZCIDACHETESRZEHETS
E2HBIEE 5 TWAB729 (eg, Challagalla
and Shervani, 1996; Matsuo, 2009), ATk
ZO LX) RATHEMHEZ EO RS TDH
H7ut 2EH (process control) &\ H
HBEMWDLZEILT S,

CZCTHRERE X, BERHROL) &

BRIZE > TEHEHT 2 HETHY, TukR
P LTI LB OTE RS D LI
MY/ ETHD, BWHEIRT AL -
MO —VDFED J5IE, ERHELEORERE, 17
¥, EFXR—v a3y, ERICEVWPEL RIT
FTEwvwbiLTwsb (Fang, Evans, and Zou,
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